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ANACHRONISM 


Utterly impervious to the blandishments of 
modern merchandising, an Iranian woman 


hurries past a well-stocked window display 








ANNOUNCING TWO NEW EDITIONS OF TIME . 





Starting on January 2, 1961, there will be two 
new regional editions of TIME INTERNATIONAL. 
These will replace the TIME Pacific edition. TIME 
South Pacific: printed in Melbourne. Circula- 
tion more than 55,000. TIME Asia: printed in 
Tokyo. Circulation over 65,000 weekly. These 
new editions mean greater flexibility and se- 
lectivity for advertising aimed at the English- 
reading business community of the Pacific. 





Added to present editions of TIME, they make 
six regional editions world-wide. TIME U. S..: 
read each week by 2,450,000 informed and 
influential U.S. families. TIME Canada: circu- 
lation over 225,000. TIME Atlantic: printed 
in Paris. Distributed throughout Europe. 
Circulation 170,000. TIME Latin America: 
air-distributed to major cities in Latin Amer- 
ica. Circulation 70,000. It’s TIME for profit. 


Now TIME, The Weekly Newsmagazine, is even more the world’s most 
efficient media buy. Ask your representative for new discounts. 
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OUR FOCUS 


e The Middle East can best be defined as indefinable. 
It has no boundaries. Rather, it is a somewhat loose 
term which has come to replace more and more the 
narrower term Near East, which used to identify the 
area on the Eastern shores of the Mediterranean. In 
its broadest sense, the Middle East includes the Mos- 
lem nations of North Africa and extends as far as 
Afghanistan and Pakistan. 

In the Special Section on the Middle East which 
we present in this issue, however, we will focus on 
the Arab states of Lebanon, Saudi Arabia, the United 
Arab Republic, Jordan, Kuwait, Yemen, Iraq and 
Iran. As a matter of fact, the emphasis is on Lebanon 
as the trading center of the area. For practical rea- 
sons, Israel is not included and may be the subject of 
a special article in a later issue. 

Clichés abound: Cradle of our Civilization — Cross- 
roads of the Ancient World — Gateway to the East 
— Hub of the Moslem World — Home of three World 
Religions — Astride three Continents. Imbued and 
inhibited by the teaching methods of our childhood, 
most of us think of this region in terms of Histoire 
Ancienne, as if history had stopped and stood still for 
hundreds of years in that part of the world. Perhaps 
the time has come for us to take a fresh approach to 
history and begin its study with the present, then dig 
into the past in an effort to explain current hap- 
penings. 

“The place where peace might be upset most easily 
is where the number of inter-power frictions is great- 
est. That is precisely why the Near East is in the 


process of replacing Europe as the world’s center of 
gravity and breeding place for fresh conflicts.” Thus, 
E. A. Speiser in his book “The United States and the 
Near East.” 

By its very geographical location, the Middle East 
might well become the ground where East and West 
would clash. This alone would justify the special con- 
sideration we are giving to this area in the present 
issue. But we are concerned only with the positive 
aspects of its economy and its potential as a market. 


HENRY R. WEBEL 
Editor 


Our Cover Girl 


e Even though her traditional chandor “fits her like 
a tent,” she pays no heed to the enticing merchandis- 
ing displayed in a modern store window in Teheran. 
Mrs. Forrest Hill of Scarsdale, N. Y., happened by at 
just the right moment, cocked camera in hand, and 
was quick to sense the significance of this scene as 
portraying a country in transition. 


INCOMING MAIL 


I have been reading with great interest the feature on “Ad- 
vertising in Japan” contained in the September issue of 
INTERNATIONAL ADVERTISER. 

I would like to draw the attention of your contributor, Mr. 
Hemp, to one small point in that on page 11 he refers to “The 
giant city of Tokyo, groaning under the strain of nine million 
residents — more people than there are in all of Australia! .. .” 
Your contributor’s information is rather out of date as the 
population of Australia passed the ten million mark early in 
1959 and at the time of writing is estimated to be 10,250,000. 

K. R. H. Ballantyne 

Australian Trade Publicity Director (UK) 
OFFICE OF THE HIGH 
COMMISSIONER FOR AUSTRALIA 
London W.C.2, England 





We have with the greatest interest read your September 
edition of INTERNATIONAL ADVERTISER and especially the 
article about advertising in Japan. On page 11 you have a pic- 
ture of the tallest TV-tower in the world, some nine feet higher 
than the Ejiffeltower. For your information we want to tell you 
that we in Sweden have today five TV-towers which are higher 
than the Ejiffeltower (but mone as high as the Tokyo-tower). 
They are all built of Uddeholm’s seamless tubes. 

Ulf Petersson 
UDDEHOLMS, AKTIEBOLAG 
Uddeholm, Sweden 





I’ve just read the September issue of INTERNATIONAL AD- 
VERTISER and my enthusiasm for our new publication grows 
with each issue. 

I know that when I pick up an issue of INTERNATIONAL 
ADVERTISER I’ll find news that is timely and informative with- 
out having to weed out the non-pertinent items. 

David L. Kerr 
J. WALTER THOMPSON COMPANY 
Detroit, Michigan 





Why HAD? Why “The Greeks had a word for it”? They 
still HAVE the word "Ayopé& and they use it. 
I hope to answer your plea soon, giving you some news of 
our "Ayop& 
Ch. J. Papadopoulos, President 
HELLENIC ADVERTISING 
COMPANY S.A. 
Athens, Greece 
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Recently, when I was in Brazil, I was talking to Renato Castelo 
Branco, manager of J. Walter Thompson’s Rio office, about the great 
changes that have occurred in Brazil since I met him 15 years ago. 
One comment he made interested me particularly. He said: 


“T could give you figures to show growth in steel production, oil 
development, road building, and many new industries, but I think the 
most important change is reflected in the people. They are excited 
about the future because now they can see it includes them.” 


It struck me that advertisers who think about Renato’s statement 
will realize that a new marketing factor has developed in inter- 
national advertising. 

Industrialization in Brazil and in all of Latin America has 
created a great vacuum, a need for middle management workers. 
This middle management vacuum cannot be filled, as it is in the 
United States, from the graduates of engineering colleges and the 
graduates of business administration schools. It must mainly be 
drawn from the brightest and most ambitious of the working people. 


As these people move up, hundreds of them every day, they 
assume responsibility for making purchase recommendations in in- 
dustry and business. They become the “specifiers” who recommend 
brand and type of product to top management. And, in addition, as 
part of the new and growing middle class, they now have more money 
to spend on products for themselves, their families and their homes. 


They become, in short, important new prospects for advertisers 
who want to secure and expand their markets both to business and 
industry and to the individual as a consumer. 


But where does the advertiser find these bright, ambitious, 
newly responsible people? Not yet, certainly, in the sophisticated top 
executive magazines dealing with international events. Not yet, 
necessarily, in the relaxed entertainment atmosphere of the general 
consumer magazines. 


The advertiser finds him, 265,000 of him, in the magazine that 
helps him learn more about the modern world into which he has 
moved — MECANICA POPULAR. If MECANICA POPULAR were 
not giving him information he wants and needs to widen his horizons 
in his work and in his life right now, he wouldn’t be paying twice as 
much for it as he would pay for any other leading news or general 
circulation magazine. 

If you want to broaden your markets and to increase the im- 
pact of your advertising dollar, we would like to give you the facts 
about the vital middle-management, middle-income readers of 
MECANICA POPULAR and what they can mean to your sales. 


Ord Skent 


President 
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WORLD MARKETING SERVICES, INC. 
Advertising Representatives for the International Editions of POPULAR MECHANICS 


51 EAST 42Npd STREET 
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NEW YORK 17, NEW YORK 









LAKE ERIE-CLEVELAND... 


e R. E. Keine, District Manager, Gillette Publishing 
Co. and Heath Oliver, Advertising Manager, Bardons 
& Oliver, Inc., have been elected 3rd Vice President 
and Secretary-Treasurer, respectively. 

At the November 17 meeting, Mr. Paul T. Carroll, 
Manager of Advertising and Sales Promotion, Good- 
year International Corporation, talked on “Adver- 
tising Salesmanship in Depth” accompanied by factual 
colored slides. 


NEW YORK... 


e “Being an Alien at Home” was the subject of an 
informal talk by Mr. R. T. Thompson, U.S. Manager 
of British Overseas Airways, at the regular monthly 
meeting on October 24. 





Horold L. Mooney, marketing and research director of Gardner Adver- 

tising Company, receives the door prize —a beer mug and ash tray 

—from the hands of two B.O.A.C. hostesses at the New York 
Chapter’s October luncheon meeting. 


STOCKHOLM-AMSTERDAMNW... 


e Unanimously approved by the IAA Board of Di- 
rectors were the petitions forwarded to it by the Eu- 
ropean Council with its stamp of approval for the 
granting of a charter for a Chapter in Sweden and 
one in Holland. 

It is confidently expected that the establishment of 
these two chapters will add to the pleasure and profit 
which members of I.A.A. in these two countries will 
derive from their membership in I.A.A. and we hope 
to be able to report the election of officers of these 
two chapter in our next issue. 


CARACAS... 


e I.A.A. Treasurer Earle Braisted arrived in Vene- 
zuela just in time to attend a meeting of the Execu- 
tive Committee. Most important item on the agenda 
was to receive from the Nominating Committee the 
list of candidates for the new Executive Committee 
to be elected at a special General Meeting on Novem- 
ber 16, 1960. Names of the officers elected will be 
published in the next issue of the INTERNATIONAL 
ADVERTISER. 


CURACAO... 


e A very successful seminar on print media was held 
on November 18 at the Hotel Curacao International. 
Jack Hardy, Director of Young & Rubicam Vene- 
zuela, was guest speaker. Plans were made for similar 
seminars on radio, outdoor and motion picture adver- 
tising to be held on future dates. 


i. A. A. 
FIRST CONVENTION CALL 


e Here’s a date to note on your calendar — 17 April, 
1961. It will mark the opening of the 13th Annual 
International Advertising Congress to be held in New 
York at the Waldorf-Astoria from April 17-19, 1961. 

This word comes from Congress Chairman Harry 
Thompson, whose Committee is projecting the most 
practical program they know of— “How To Do 
Better International Marketing.” This subject will 
be developed in every way possible to help you do a 
better job professionally. The Congress will go into 
better copy, better art, better research, better PR, 
better management and all the other phases of our 
business. It will be run by professionals for profes- 
sionals, with participation and representation from all 
areas of the world. 

To step up interest and participation by IAA mem- 
bers outside of the United States, the Committee is 
investigating the feasibility of IAA charter flights 
from Europe, Latin America and The Far East. These 
would offer low-cost, first-class transportation to and 
from New York allowing members to take in the 
Congress and spend another 10 days on their own 
business while in America. Members will be hearing 
about this from their Regional Vice Presidents. 

The dates of the Congress are announced at this 
early date, so that you may start laying your 1961 
travel (and budget) plans now. 
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As a leading U.S. publishing firm, 
Miller Freeman serves many key 
industries with highly-specialized 
journals that provide selective 
readership and selective advertis- 
ing coverage. Markets outside the 
U.S. are served by long-estab- 
lished publications in the world- 
wide mining and pulp and paper 
industries; plus external coverage 
of construction, commercial fish- 
eries and forest products through 
CONSTRUCTION WORLD, 
PACIFIC FISHERMAN IN- 
TERNATIONAL, THE LUM- 
BERMAN, THE TIMBERMAN, 
and a new publication, WORLD 
WOOD, which will have a con- 
trolled circulation of over 8,000 
in 85 countries. 

The combination of these ac- 
tivities provides international 
advertisers with a single source 
for selective advertising coverage 
and for authoritative market data 
on a variety of international 
industries and markets. Contact 
your nearest Miller Freeman office 
for any information you require. 
We’re glad to be of service. 
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PULP & PAPER 

INTERNATIONAL: 
Covering the world-wide 
pulp paper and paper- 
board industry. Con- 
trolled circulation over 
4,000 (No U.S. circula- 
tion). Companion publi- 
cation to Pulp & Paper 
(No. America). 


















WORLD MINING: Covering 
the world-wide metal mining in- 
dustry. Circulation (BPA) 12,500 
(No U.S. circulation). Compan- 
ion publication to Mining World 
(No. America). 


February 





MILLER FREEMAN PUBLICATIONS 


San Francisco 5, Calif. 
500 Howard St. 
EX 7-1881 


Secttie 4, Washington 
71 Columbia St. 
MA 2-1626 


Cleveland 3, Ohio 
4500 Euclid Ave. 
EX 1-4180 


INTERNATIONAL OFFICES 


Portland 5, Oregon 
731 S. W. Oak St. 


Los Angeles 65, Calif. 
3501 Eagle Rock Bivd. 


Vancouver 3, B.C. 
402 Pender St. 





Chicago 26, Illinois 
1791 Howard St. 
RO 5-3420 


CA 2-1314 


New York 17, N.Y. 
370 Lexington Ave. 
MU 3-9294 


London W. 1, England 
130 Crawford St. 
WEL 3624 


CL 5-7194 


MU 5-7287 


Koln-Merheim, West Germany 


28, Attendorner Str. 


Phone: 871752 


AGENCY COMPENSATION 


The following remarks are based on a talk IAA 
member Robert D. Stuart, International Marketing 
and Management Consultant, recently gave at a semi- 
nar of the International Management Division of the 
American Management Association in New York. 


e If we continue to use inadequate methods, arbi- 
trary and jerry-built systems of compensation while 
international marketing continues to develop, we will 
have destroyed the opportunity to have the kind of 
agency service we want and need throughout the 
world. What we will have will not be satisfactory, 
it will be costly, it will make it difficult to carry on 
a truly world-wide marketing effort — but, worst of 
all, it will be too late to change it. 

The difficulties inherent in the present methods of 
compensating agencies on an international basis are 
created because international advertisers are domes- 
tically oriented when it comes to compensation. We 
still try to establish ourselves on a percentage com- 
pensation basis when it is by no means standard. In- 
deed, all too many of us attempt to work on a 15 per 
cent basis even though it is not a percentage recog- 
nized by media throughout the world even when they 
grant a commission. 

The “split-commission” system is wholly inade- 
quate, as few advertisers are investing enough in over- 
seas advertising to make any commissions, conceiva- 
ble within reason, adequate to compensate for the job 
which must be done, and inadequate compensation 
results in half-hearted, “cut-the-corners” kind of work 
by overseas agencies. This system continues because 
agencies in many parts of the world need the business 
and will take it even on an unfavorable basis. This is 
not true everywhere, however. In West Germany, for 
example, successful agencies are doing very well and 
are inclined to spurn split-commission arrangements. 


The U.S. agency accepts this situation for a variety 
of reasons. A domestic agency with no international 
operations takes the business to avoid having another 
agency get a foot in the door on the domestic adver- 
tising, and then makes a deal to dump it on an export 
agency (which results in the fractionating, not just 
splitting, of the commission). 


Agencies with affiliations overseas take it for the 
same reason. Many domestic agencies have overseas 
affiliates more for a new business advantage than with 
the serious purpose of providing international service. 
Truly international agencies are in business overseas, 
so naturally they want foreign business. But they, too, 
want a more equitable system of compensation. 


The need for new methods of compensation stems 
from the fact that conducting an international mar- 
keting operation presents difficulties which simply 
don’t exist in marketing in the U.S. Perhaps one is 
faced with promoting different brands and in differ- 
ent ways in many countries — as though our 50 states 


were each different and required special marketing 
programs and individual ad campaigns. It is as though 
in this country we had half a dozen languages and 
vastly different cultural backgrounds and traditions 
to consider with each step in our marketing program. 

The low profitability of handling foreign advertis- 
ing has kept some major U.S. agencies from getting 
into it, a short-sighted attitude but nonetheless one 
which affects their clients. 

The overseas agency, including branches of a U.S. 
agency which are separate overseas entities, must be 
paid as adequately for its work as is a U.S. agency. 
It seems to me that advertisers must now accept that 
it will cost more to handle their overseas advertising 
than to handle their domestic. At least, a coordinating 
fee must be added to pay for the work done by inter- 
national agency headquarters, in addition to the work 
done by the local branch or affiliate. Pressure from 
agencies to create a more favorable compensation 
picture should be steady, and willingness on the part 
of advertisers to negotiate is imperative. 


Latin American 
Conference on Advertising 


Under the able guidance of Roberto Protzel, Vice- 
President and Manager of McCann-Erickson’s Lima 
office, the Asociacion Peruana de Agencias de Publici- 
dad was host of the Conference held in Lima, Peru, on 
November 16- 18, for the purpose of constituting the 
Confederacion Latinoamericana de Publicidad (Latin 
American Advertising Federation ). 

The organizers stressed that “Advertising is a tool 
of the economy serving the community ... no politics, 
no religion, but one single faith at the service of a 
noble cause ... the advertising man’s task is to work 
for the improvement of the standards of living in the 
Americas.” 

Also on the agenda was clarification of the advertis- 
ing industry’s position with regard to the eventual 
formation of the Latin American Common Market. 
William Bray, of McCann-Erickson International, 
represented the I.A.A. as an observer-delegate. 


DIRECTORY OF 
ADVERTISING AGENCIES 


e The U.S. Department of Commerce is planning to 
issue a revised edition of the “Directory of Foreign 
Advertising Agencies and Market Research Organi- 
zations” which it published in April of last year. Any 
of our members abroad who qualify for a listing but 
were possibly omitted from the original directory, or 
anyone who wishes to offer some suggestions or criti- 
cisms, is invited to communicate with fellow member 
Walter Child, vice-president of Stafford-Miller, Inc., 
275 Cornelison Avenue, Jersey City, N. J., who is co- 
operating in the project. 
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FULL ADVERTISING 
AGENCY SERVICE 


The following report was submitted to the Commis- 
sion on Advertising of the International Chamber of 
Commerce at its October 21 meeting in Paris, by John 
Adnum (United Kingdom) and Henri Heénault 
(France), ad hoc rapporteurs: 


e Over the past ten to fifteen years there has been a 
growing economical need in most countries to develop 
industries, increase productivity and expand both 
national and international trade. Consequently, with 
increasing competition, the role of advertising has 
become progressively more important as the need has 
grown to communicate to more people in an increas- 
ing number of countries. 

This development of Advertising as an essential 
component of successful marketing has been accom- 
panied by constant improvements in advertising tech- 
niques and artistic presentation. Much of the credit 
for these advances in advertising is due to advertising 
agencies which, over recent years, have brought to- 
gether highly qualified specialists in the service of 
industry and trade. 

The ICC’s Commission on Advertising consists of 
representatives of advertisers, Advertising Agencies 
and Media Owners, who have jointly considered it 
advisable, under present-day circumstances, to pro- 
vide a definition of a “FULL ADVERTISING 
AGENCY SERVICE.” This definition can only be 
offered as guide because the requirements of adver- 
tisers vary according to the product and markets 
involved. 

It should be emphasized that this study purposely 
omits any reference to the financial side of the organi- 
zation of an advertising agency, to its personnel and 
to its methods of working. The aim is to define all the 
services which may be expected from a modern ad- 
vertising agency claiming to provide a full advertising 
agency service; such a service may be used wholly 
er partly according to the individual needs of the 
advertiser. 

At this juncture it is advisable to point out those 
matters which are the responsibility of the advertiser 
himself and for which it would be unreasonable to 
expect an advertising agency to act in anything more 
than an advisory capacity. For example, the adver- 
tiser is responsible for the product itself, product de- 
velopment and for deciding upon the marketing and 
sales policy; he should also be aware of the general 
marketing situation in those countries in which he 
desires to promote his product. If the responsibilities 
of the advertiser are overlooked there could be occa- 
sions when he expects more than can come within the 
functions of an advertising agency. 

Therefore, the study assumes that the advertiser 
will determine what he requires from an advertising 
agency and clearly define what he considers are his 
own responsibilities for the promotion of his business. 


« 
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Subject to these preliminary observations, it is pos- 
sible to list the essential functions which an advertis- 
ing agency should be capable of fulfilling. These 
functions, which are briefly described below, are based 
upon an analysis of the reports which have been re- 
ceived from the various National Committees of the 
re. 

1. To collaborate closely with the appropriate de- 
partments within the advertiser’s organization on 
all useful studies connected with products, mar- 
kets and advertising. 


In the field of marketing 


Study of the product, its markets and distribu- 
tion. To facilitate this collaboration the adver- 
tiser has the responsibility of providing his 
advertising agency with all relevant information 
concerning the product, marketing, distribution 
and sales. 


In the field of advertising 


Copy testing, media research and studies of 
competitive advertising. In addition, any other 
studies or research recessary to provide a solid 
foundation upon which the advertising plan can 
be created and subsequently checked for the 
efficiency of the methods employed. 

2. To draw up the advertising campaign plan with 
an assessment and allocation of expenditure with- 
in the agreed appropriation and to coordinate the 
campaign with other sales promotion activities. 

3. To supervise the implementation of the advertis- 
ing campaign. 

4. To ensure good coordination between advertising, 
sales promotion and press and public relations 
activities. 

On the above basis the Commission on Advertising 
considers that the constituent elements of a “full ad- 
vertising agency service” can be defined as follows: 


A FULL MARKETING SERVICE 


The primary role of an advertising agency is crea- 
tive and lies in the conception and realization of the 
advertising campaign. If effective advertising is to be 
produced then it is necessary to study the broader 
picture of marketing as well as advertising. Therefore, 
the advertising agency should have an understanding 
of marketing and be conversant with modern tech- 
niques of merchandising and sales promotion. In this 
way the advertising agent should be equipped to 
make a useful contribution to the preliminary dis- 
cussions held before the plans for advertising are 
made; when required, the advertising agency should 
also be in a position to offer specialist advice. 


Marketing Information and Advice 


The advertising agency should be prepared to col- 
laborate with the advertiser in the study of all prob- 
lems related to the development of both new and 

(continued on page 24) 


The first television network serving Central America is now available to advertisers looking for 
an effective means of selling this increasingly important, highly responsive market. Through 
the facilities of the Central American Television Network you can now reach almost 200,000 
viewers per minute with outstanding cost efficiency. For current availabilities and rates, 
contact ABC INTERNATIONAL, 1501 Broadway, New York 36, New York. SUsquehanna 7-5000. 





TG-BOL-TV YSEB-TV HRTG-TV YNSA-TV_ TI-TVCR. 


Guatemala El Salvador Honduras Nicaragua Costa Rica 
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VIPs in a changing world . 


ODAY’S VERY IMPORTANT PEOPLE are the 

future government leaders, businessmen, 
educators in the developing countries of Africa, 
Asia and Latin America. They have the re- 
sponsibility for deciding which course their 
country will take in its development. 


Today’s leaders need help now. Technical help 
as well as financial. The international trade 
press has been filling a very important need in 
this area—furnishing information in specific 
fields to a readership vitally concerned with 
techniques, tools and ideas. The international 
trade press acts as a funnel through which 
technology reaches thousands of readers around 
the world in scores of fields of interest and 
activity. 


Are these overseas readers vitally interested 
and appreciative? Just ask any publisher to 
show you some of the mail he receives daily. 


International trade publications offer adver- 
tisers certain unique advantages. The editorial 





content defines specific audiences who read the 
magazine for ideas and equipment information 
which they can use in their work. The rapport 
established between the magazine and the 
reader affords your advertising message the 
best opportunity to be absorbed and acted 


upon. 
Export Publishers Company is one of the pub- 
lishing companies specializing in trade and 
professional journals for readers in the develop- 
ing countries of the world. We publish four— 
TRANSPORTE MODERNO, SERVICIOS PUBLICOS, 
MODERN GOVERNMENT and A SUS ORDENES (first 
issue April 1961). They cover the fields of pro- 
duct transportation and materials handling, 
government operations, and institutional feed- 
ing and housing. The three with Spanish names 
serve Latin America; MODERN GOVERNMENT 
serves government in 80 countries of Africa, 
Asia and the Middle East. If the fields served 
by our publications are of interest to you, we 
would like to tell you more about them. 


EXPORT PUBLISHERS COMPANY, INC. 


134 East 59th Street, New York 22, New York, PLaza 3-5653 
CHICAGO OFFICE: 42 E. Superior St., Chicago 11, Ill., Whitehall 4-1912; GoRDON BLAIR, Mgr. 
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Photo Joe Barnell, Readers’ Digest 
Students in courtyard of Al Azhar, oldest moslem university in the 
world, Cairo. 


BUSINESS OPPORTUNITIES 
in the MIDDLE EAST 


by FRANCIS KETTANEH 


Mr. Kettaneh is a civil engineer by education and a trader 
by accident. His firm represents several U.S. and European 
companies in the Middle East and also engages in building 
roads, bridges, silos, wharves, harbors, etc. Mr. Kettaneh redis- 
covered the old Roman Road known as Zenobia’s Road going 
from Palmyra to Baghdad; also made the first exploratory trip 
on the southerr track from Damascus to Baghdad in 1923 and 
founded the Eastern Transport Company which ran regular 
trans-desert passenger and freight services from the Mediter- 
ranean to Teheran through Baghdad; these services cut the 
traveling time from the Eastern Mediterranean to Baghdad 
from twenty-four days to twenty-four hours. 


e A Chinese proverb says that the beginning of wis- 
dom is to call things by their right name. Let us, 
therefore, start by defining what we mean by Middle 
East, and also by evaluating the characteristics of the 
inhabitants of this region. For the purpose of this dis- 
cussion, the Middle East is that region comprised 
between the Eastern Mediterranean and the Indian 
Ocean, starting in the North with Ancient Iran, or 
Persia, and taking in Turkey, Iraq, Saudi Arabia and 
Yemen, Syria, Lebanon, and Egypt. 

The inhabitants of that region can be roughly di- 
vided into two different races: the Arabs who are 
Semitic, and the Turks and Persians, who are of 
Turanian, or Arian stock. The Arabs are the half- 
brothers of the Jews, for they are descended from 
Abraham through Hagar, and her son, Ishmael. 

There is a passage in the Bible where the Angel 
of the Lord appeared to Hagar and urged her to go 
back to Abraham. He told her a son would be born 
unto her whose name would be Ishmael; he would be 
as the wild ass: his hand would be raised against all 
men, and all men’s hands would be raised against him. 
The descendants of Ishmael, the Arabs, have through- 
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out the ages, lived up to that tragic destiny of theirs: 
they have fought each other, and they have fought all 
comers, so much so that they have earned for them- 
selves the title of “The Irish of the East”. An Arabic 
proverb says that the only thing about which the East 
will agree is to disagree. 

The late Colonel T. E. Lawrence once said that 
Arabs and Jews, being Semitic, lacked in their make- 
up that little word that has insured the success of the 
Anglo-Saxon races: “Compromise”. For them, there 
are only two colors, black and white, no shades of 
grey in between: it’s all the loaf or nothing, they will 
not settle for half a loaf. If you push them far enough, 
they will, like Samson, say, “Be it on my head and 
on the heads of my enemies, Oh Lord” and they will 
bring the edifice tumbling down. 

Naturally, there are great differences between them 
and their neighbors of Turanian stock; they also have 
many things in common, not the least of which is 
their religion, “Islam”. There are quite a few basic 
facts that have helped mould the character and his- 
tory of this part of the world, such as its location at 
the strategic crossroad between the East and the 
West. 

I personally believe that the greatest influence on 
the destiny of the inhabitants of this area have been 
the deserts which cover a large part thereof. I realize 
that it is hard for a Westerner to comprehend the 
tremendous imprint that life in, or on the borders of, 
a desert can leave on the outlook of people. One must 
have experienced the ,awesome, brooding, yet pitiless 
majesty, silence and utter helpless loneliness of the 
desert to understand how it has formed the character, 
outlook, philosophy and religion of the inhabitants. 

Have you heard that silence where the birds 

Are dead, yet something pipeth like a bird? 
I spent four days and nights, wandering on foot, with- 
out food or water, lost in the Syrian desert: 

“And one who licks his lips for thirst, with 

fevered eyes shall face in fear 

The palms that move, the streams that burst, 

his last mirage!” 
I thus learnt at first hand how small, helpless and in- 
significant the human creature can be: I understood 
what the West calls “the resigned fatalism of the 
East.” Remember that Islam is the religion that came 
(continued on page 12) 
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(continued from page 11) 


out of the desert and actually means “Surrender to 
the will of God.” 

The countries making up the Middle East, have 
suffered terribly from maladministration and neglect, 
ever since the days when the Turks toppled the Arab 
Empire. These countries, even at the beginning of the 
20th Century, were living in a sort of “Patriarchal 
economy” completely out of step with the industrial 
age. World War I liberated these countries from the 
Turkish yoke, and gave free reign to Arab National- 
ism. World War II accelerated and intensified the 
explosive renaissance that has swept these countries, 
including Turkey, inciting them to try and attain 
within the span of one generation the industrial level 
that it took Europe and America over two centuries 
to reach. Their needs are practically boundless, and 
for many years to come, they will have to import 
almost everything from needles to locomotives. As 
the standard of living rises, they will need more and 
more the thousand and one articles that contribute 
to better living. Until these countries reach the indus- 
trial stage where they can produce a certain percenit- 
age of their requirements, they have no choice other 
than to buy them from Europe and the United States. 

One might object that there are other parts of the 
world, such as the Far East, India, Latin America, 
etc., who likewise have a crying need for massive im- 
ports of Western goods. The big difference, however, 
is that the Middle East, unlike the others, has the 
means to pay cash for these imports. Providence, for 
better or worse, has not only located these countries 
at the strategic crossroad between East and West, but 
has hidden under their soil vast resources of black 
gold, giving them roughly 70% of the world’s known 
oil reserves. Oil royalties in the region run presently 
to the fantastic sum of over one billion dollars a year, 
well beyond the most extravagant dreams of avarice 
only 20 years ago. Although all the billion dollars 
are not expended yearly for massive importations, we 
can well visualize the tremendous opportunities of- 
fered manufacturers and traders to sell their merchan- 
dise and know how in these markets. 

Because of space limitation, I will not go into de- 
tails and statistics, but rather deal in generalities, and 
apply to the Middle East as a unit, yardsticks and 
conclusions that fit some of the individual countries 
only more or less. Here we have a situation where 
newly awakened countries, catapulted into the Atomic 
Era overnight, have a crying need for all sorts of 
imports and industries, and have the dollars to pay 
for them. We are also faced with an American econo- 
my that suffers from over-production, and yet sees its 
exports to that part of the world gradually diminish- 
ing, year in, year out. The natural reaction to this 
strange situation is to ask why? 

When it comes to foreign industrial and business 
investments, the average American is a staunch con- 
servative. His first preference is to invest his capital 


in the North American Continent. Chastened by past 
unfavorable experience, mainly in the Latin American 
bond market of the 1920’s, he shuns investments over- 
seas, and looks on such enterprises with a suspicious 
and jaundiced eye. 

He has, however, to deal with some of the ines- 
capable facts of life, amongst which are the insatiable 
and often irresponsible labor barons, who are short- 
sightedly promoting policies of higher pay for less 
output. 

Germany has been so far the only industrial coun- 
try which has kept wage rises in step with output, so 
that their labor cost per unit of output has remained 
about stationary since 1950. In the U.S.A. on the 
other hand, costs have risen 2 to 3 per cent per year, 
which means that in the past 10 years we have in- 
creased our prices by about 30 per cent. Surprisingly, 
France has kept in step, and recent statistics covering 
the last 5 years show French increase in productivity 
only one point below Germany’s — percentage wise. 

Moreover, recently released statistics covering 
Iran’s (Persia’s) imports show that in the last Persian 
year, Iran increased her imports by 50 million dollars, 
or roughly 18 per cent; whereas imports from the 
U.S.A. dropped by almost 4 per cent for the same 
period. 

Several countries in the Middle East—JIran and 
Egypt are outstanding examples — have gone out of 
their way to encourage the investment of foreign 
capital in industrial and manufacturing enterprises. 
They have amended their laws so as to facilitate the 
establishment of mixed companies, and to guarantee 
the withdrawal of profits yearly, and even of the 
invested capital after a certain number of years. 

Freda Utley, in her book, “WILL THE EAST GO 
WEST”, said: “In China we labeled Communists as 
reformers, and thereby lost China: in the Middle 
East, we label reformers as Communists, and are 
handing over this strategic and oil-rich region to 
Soviet Russia on a silver platter.” We rail at, and ac- 
cuse Arab Nationalism, forgetting that it was sparked 
and started in 1847, in Beirut, by two Americans, Eli 
Smith and Doctor Cornelius Van Dyke, and two 
Christian Lebanese scholars, Nassif Yazeji and Bou- 
tros Boustani. I, who have seen Arab Nationalism 
undergo, and successfully emerge from its baptism of 
fire in World War I under the Turks, who hanged 
scores of its leaders, must sorrowfully bear witness 
here that the West has but itself to blame for turning 
the tide of Arab Nationalism against itself, and pro- 
pelling it into the arms of the Soviet. It is, alas, a 
sordid story of bad faith, broken promises, and high- 
handed actions. When Ibrahim, son of Mehmed-Ali 
started Arab revival in Damascus in 1833, he suc- 
ceeded in establishing a new order based on religious 
and civil equality and on the protection of lives and 
Property, the like of which Syria had not known since 
the days of Arab rule in Damascus. Lord Palmerston 
despatched the British Fleet to hasten the expulsion 
of Ibrahim’s forces from Syria: on this occasion, when 
for the first time in modern history, the concept of an 
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Arab empire had presented itself as an international 
problem, England’s hand was against it. 

And so the sordid story continues, the broken 
promises of MacMahon and Hogarth, the unscrupu- 
lous Svkes-Picot betrayal, the notorious Balfour dec- 
laration, the reneging on the promises reconfirmed in 
the British Declaration to the Seven and the pledges 
contained in the joint Anglo-French Proclamation re- 
garding the future of the northern Arab countries, the 
sell-out at San Remo, down to the partition of Pales- 
tine, the hastily-conceived and unpopular Baghdad 
Pact, and the bankrupt Eisenhower doctrine. 

All this may sound rather harsh, and even preju- 
diced: as a businessman, I have consciensciously tried, 
all my life, to stay out of politics. Moreover, I am not 
claiming that all is light and reasonableness on the 
part of the Arabs: they can be very difficult and ex- 
asperating at times: but we of the West are partly 
responsible for their present frame of mind, where 
they will not trust us, and question the sincerity of 
our policies. If I am speaking out now, it is because 
the policies pursued by the West in the Middle East, 
by forcing the Arab World into the Soviet corner, are 
threatening to ruin the business it took me a life-time 
to build up. 

Please remember that Nationalism, which was 
worn as a loose garment by the older Arab genera- 
tion, has become the sensitive skin of the present 
younger generation, educated in Western schools and 
colleges, and desperately seeking ways and means of 
raising the educational and living standards of the 
Arab masses. 
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SHOP WINDOW OF 
THE MIDDLE EAST 


by F. PHARAON 
Managing Director, Pharaon Publicité 


e Easily accessible through the generally quiet waters 
of the Mediterranean and being the shortest way to 
the Western Asian main land, Lebanon has always 
been the road for either invasions or conquest or for 
commercial exchanges between Europe and Western 
Asia. 

The original inhabitants were seamen and mer- 
chants. Traces of the Phoenician Empire can be found 
all over the world as far as the American Continent. 
The Lebanese of today inherited from their ancestors 
their cleverness for trade and, to this day, Lebanese 
“colonies” of rich immigrants specialized in trade and 
industry are to be found in all five continents. 

Beirut, the present capital, is actually the main 
business and traffic center of the Middle-East. Beirut 
Harbor with its surrounding “free zone” is one of the 
main factors of this considerable business activity. 

There are within the Free zone several shops where 
are displayed goods from any part of the world, from 
FORD produced in U.S.A. Germany or England, 
down to toys from Japan, canned foodstuffs from 
America, tobacco, etc., which are received, stored and 
re-exported to countries as distant as India and the 
Baltic States. 

The main customers of Lebanon are its oil produc- 
ing neighbors who have all the money of the world 
and are very eager to obtain all that civilization has 
to offer. 

Whether he originates from Kuwait, Bahrein, Qatar, 
or Saudi-Arabia the eventual buyer comes first to 
Beirut to see WHAT he could buy. Beirut shops are 
over-loaded with goods of every nature from the low- 
est to the highest price, from the poorest quality to 
the luxury product. Having bought a few samples, our 
visitor takes it home, having paid a heavy duty-paid 
price, but after testing it and studying market poten- 
tialities, he may put in a large order with the Beirut 
representative who immediately supplies the goods 
out of his duty free stock in the free zone. 

It is also very usual to make sales, out of the free 
zone, to countries as remote as Pakistan and India or 
even Greece or Turkey, on the basis of barter agree- 
ments or triangular exchanges, such countries being 
subject to currency restrictions of which Lebanon is 
completely free. 

The import and export of foreign capital is free, 
as well as that of Gold, Silver or bullion. This has 
doubled the importance of Beirut from a financial and 
economic point of view and made Lebanon the bank- 
ing center of the Middle East area. 

There was a considerable flow of capital into this 
country at the time of the Palestine crisis, followed 
some years later by a further inflow from other neigh- 
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Arab Information Center 
This modern building, on the Mecca Road on the outskirts of Jiddah, 
Saudi Arabia, houses the editorial offices of the magazine Al-Riyadh. 


boring countries for various political and economical 
reasons. This led all foreign companies and banks 
having activities covering the Middle East to estab- 
lish their area H.Q. Offices in Beirut, thereby increas- 
ing the business activity of this city. 

In turn, the increase of the business activity of 
Beirut, coupled with the fact that the Lebanese are 
of mixed culture (French, American and Lebanese 
Universities) with a population 98% literate of which 
75% could speak, read and write at least two or even 
three languages—French, English and Arabic — 
caused the newly installed companies to call on their 
services and develop thereby their activities through- 
out the area using local knowledge and “know how”. 

The increase in jobs available, the import of for- 
eign capital, the increase in the number of foreigners 
coming to this country for business or tourism 
(Cedars of Lebanon — Baalbeck Ruins and Festivals, 
etc. ...) contributed to an ever improving standard 
of living. 

All the above progress was suddenly stopped and 
set back by the events which lasted from June to 
October 1958 and literally paralyzed all economic 
and trade activities of the country. The preceding 
Suez crisis and the simultaneous Baghdad revolution 
also caused a great deal of perturbance in addition 
to the above. 

Fortunately, the very next day these events ended, 
by unanimous consent of all embittered parties con- 
cerned, the Lebanese, a merchant and trader, opened 
his shop and resumed “business as usual” as if nothing 
had ever happened. 

It would be impossible to end this report without 
referring to Beirut International Airport, the busiest 
of the whole Middle East area used by almost all 
IATA and many non-IATA carriers from all over the 
world, either as a technical or business transit, or as a 
turning platform for East/West flights. 

There are three Lebanese international airlines 
with services linking West Africa, Europe and the UK 
with the Far East. One of them just started two 
weekly jet services from London to Bahrein with 
Comets and the other is soon to link Beirut with 
France, and West Africa (Lagos and Dakar) with 
Caravelles. 








Lebanon ss 
Marketing Facilities 


by RAFIC HABIB 
Business Manager, Lissan-U1-Hal 


e Lebanon today provides excellent marketing facili- 
ties for regional and international businessmen. For- 
eign products receive wide acceptance and stand on 
their feet without much expenses due to the presence 
of most of the necessary factors for marketing. 

The country’s free economy, free 
markets and free investment have 
brought along a sweeping boom. 
From the easy—almost free — 
taxation system to a free press, 
Lebanon has been a paradise for 
foreign businessmen, advertisers 
and marketing men. 

The number of newspapers itself 
is a unique point. There are 15 
large (8 pages) morning newspa- 
pers and one large daily (also 8 pages) published at 
noon. Facilities are such that the noon daily made two 
international scoops when the Turkish coup and the 
Jordanian bombing (in which the premier was killed) 
took place. The news was published within 30 min- 
utes and relayed to international news agencies. 

These newspapers form the largest media block in 
Lebanon. No other medium has been able to compete 
with them. Television, still a beginner, reaches only a 
part of the country. However, within an hour after 
they are published, newspapers —the good ones that 
is —— reach everywhere in mountainous Lebanon. ‘The 
only radio station, run by the State, does not accept 
advertising. 

Marketing here is done not only for Lebanon, but 
for most of the area, another reason why the newspa- 
pers rate first. The present 5000 TV sets in the coun- 
try are comparable to one newspaper, the estimate 
being that while five people watch one set, the same 
number read one newspaper. The newspapers thus 
remain the backbone of advertising and marketing in 
Lebanon and the Middle East. 

On the other hand, promotion news plays an impor- 
tant factor in newspaper readership. Not only adver- 
tising the product in the newspaper — but the con- 
tinuous process of announcing it, writing about its 
management, picturing the company director who 
comes from abroad, and writing about the use of the 
product — all these tie up wonderfully. 

The introduction of powder soap to Lebanon was 
an interesting episode. Everybody was using locally 
made blocks for washing. When powder soap came 
to the scene it was advertised in newspapers, by mail 
and pamphlets, through broadsides and in the cinema. 

(continued on page 18) 
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Marketing... 
(continued from page 15) 


All these factors combined in propaganda-conscious 
Lebanon to bring about the fact that today powder 
soap is used in the most distant Lebanese country 
home. 


While free samples have not been big attractions, 
the public relations side of the business has worked 
wonderfully. Famous for its business cocktail parties 
—scores are held every week — Beirut has tripled 
its marketing facilities and potentialities. The cocktail 
party has become a “special” market for the greatest 
personal contact. 


Lebanon’s strategic position affords excellent op- 
portunities. As the “Gateway of the Middle East” — 
things move from Lebanon to most of the other 
Middle Eastern countries. 


Yet one of the most important factors of the mar- 
keting impact is that it reaches a large sector of the 
local population, plus hundreds of thousands of tour- 
ists who come yearly to Lebanon. These, with the 
transit passengers via the port and the modern Beirut 
International Airport, form a huge human block as 
the 500,000 passengers and tourists bring in big 
income. 


Transportation facilities, sales techniques, a free 
economy, the availability of media, the presence of 
some 50 banks in Beirut, the continuing construction 
boom and the expanding marketing frontiers of Leba- 
non and the area, make this a very valuable country 
for international marketing and advertising. 


LEBANON CALLING! 


by Mounir TAKCHI 
Manager, Advision, Beirut 


e This is LEBANON ... calling all forward-looking 
advertisers throughout the world! Tiny Lebanon — 
thriving and dynamic, of only vest-pocket size, with a 
population of only 142 million, but enjoying inter- 
national recognition as the Middle East’s prime trad- 
ing, financial, cultural, touristic and transit centre. 


Of particular interest to the international adver- 
tiser should be the fact that Lebanon is a country 
with a still developing economy, subsisting very 
largely on imported goods and thus offering a very 
attractive range of business possibilities and oppor- 
tunities not so easily found in other more industrial- 
ized states with more settled economies and saturated 
markets. In fact, Lebanon is currently in the midst of 
a boom period of growth in every field, with new com- 
mercial enterprises being launched on an increasing 
scale, tall new buildings mushrooming all over the 
place, new development projects being prepared, and 
new extensions being made to its already excellent 
network of modern highways. 


These highways are one case in point. They indi- 
cate, for instance, that Lebanon is a country with a 
very considerable volume of automobile traffic — 
which is not at all surprising, considering that it en- 
joys by far the highest standard of living of any coun- 
try in the area. Literacy is as high as 92%, with 65% 
of the Lebanese people knowing two languages and 
45% three or more. Average incomes are higher, and 
so is individual purchasing power. One Lebanese in 
every three has travelled abroad. An increasing num- 
ber of foreign investments are adding to the country’s 
prosperity. 

As the favorite meeting place of businessmen from 
all neighboring countries, Beirut has already proved 
an ideal channel for international advertising aimed 
at a maximum impact in the Middle East. The Leba- 
nese capital boasts the best international airport in 
the whole area — specially designed for jet air traffic, 
and actually ranked as the seventh most important 
in the world, as well as one of the most modern har- 
bors in the Eastern Mediterranean, and the first com- 
mercial television station to operate in this part of 
the globe. 

Foreign visitors to Beirut number as many as 
800,000 annually. They come for business and for 
pleasure, and find a hospitable people, superb climate, 
breathtaking natural beauty, legendary rivers, his- 
toric ruins and archaeological sites. 

The spectacular new Casino du Liban, overlooking 
the Bay of Jounieh, offers tourists a theatre-music 
hall-cabaret-gambling combination on the grandest 
scale rivalling any to be found elsewhere, Monte 
Carlo included. The election of “Miss Europe” took 
place this year for the first time outside the Continent, 
at the Casino du Liban, with 17 international beauty 
queens competing, and next year’s “Miss Europe” will 
also be chosen at the Casino du Liban. 

Two other attractions are Beirut’s ultra-modern 
Sports City, scene of the Third Mediterranean Games 
and of the American “Holiday on Ice” show, and the 
majestic ruins of ancient Baalbek, where an annual 
International Festival of Music and Drama draws 
thousands of visitors from the Middle East, Europe 
and other parts of the world. 

Also contributing substantially to the high standard 
of living are the oil pipelines bringing Arabian and 
Iraqi oil to Lebanon’s refineries and terminals at 
Sidon and Tripoli for tanker shipment overseas. Yet 
another factor of growing importance is the country’s 
close ties with more than one million Lebanese settled 
abroad, many of whom are investing in various de- 
velopment projects in their motherland. 

As far as advertising is concerned, all media are 
used: press, film, poster and other outdoor displays 
including electric spectaculars, direct mail together 
with other promotional material such as premiums 
and specialties, and television. Most Lebanese read 
more than one newspaper, and the tiny country now 
has over 160 registered publications, with as many 
as 34 newspapers being published daily — several 
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with circulation extending to other Arab countries as 
well. 

Within the brief space of 18 months television has 
established itself as a leading advertising medium in 
the country. More than 250 local and international 
advertisers are now making regular use of the Leba- 
nese Television Company’s channels, with their com- 
mercials being featured both as spots and in sponsored 
live and film programs. 

The Lebanese Television Company first began its 
transmissions in June 1959 and is the only TV station 
in the country and the first commercial station to 
operate anywhere in the Arab world. With only a 
handful of TV sets then in existence in Lebanon, and 
taking into consideration the small population, it was 
cautiously hoped that their number would rise to 
some 3,500 by the end of the first year of operation, 
but it had already jumped to more than 12,000 by 
the end of May 1960. This rise has since continued, 
with as many as 18,000 sets registered at the begin- 
ning of November 1960—reflecting the popularity 
of this new medium. 

Statistics indicate the average viewership to be 
eight persons per set — ranging from six in Beirut to 
10 outside the capital. According to a recent survey, 
Lebanese viewers may also be broken down into the 
following percentage categories of purchasing power: 
22% enjoying a very high purchasing power, another 


40% representing the more comfortable upper middle 
class, 23% the lower middle class with more restricted 
budgets, and the remaining 15% the more popular 
class. 

The Lebanese station transmits simultaneously on 
two channels in three languages——exclusively in 
Arabic on one, and in English and French on the 
other. From an initial two-hour daily schedule, trans- 
missions have been progressively lengthened to the 
present 50 hours of live and film programs weekly. 

Because television is such a new medium in Leba- 
non, and the station’s programs are on the air after 
normal working hours, it can safely be assumed that 
virtually all sets are regularly tuned in throughout 
telecasting hours. In fact, television is the only me- 
dium to cover such a large cross section of the Leba- 
nese population — up to 150,000 viewers nightly. 

Beirut also boasts of the first periodical devoted 
exclusively to television to be published in the Arab 
world. The attractive 32-page “TV Magazine” ap- 
pears weekly in trilingual form, with separate sections 
in English, French and Arabic, and with advertising 
accepted in all three languages. 

Foreign advertisers until very recently accounted 
for some 85% of the budgets spent in Lebanese 
media. But, for the first time in the country’s adver- 
tising history, the local industry has now begun to 
allocate large budgets for advertising. 














LISSAN-UL-HAL 


Founded in 1877 


ARABIC LANGUAGE DAILY 


Oldest Lebanese daily under new ownership and management 
Editor - Proprietor: GEBRANE HAYEK 


THE ONLY 8S-PAGE ARABIC DAILY 
PUBLISHED AT NOON TIME 


DISTRIBUTED IN BEIRUT and ALL PARTS OF LEBANON 


at the same time 


The newspaper with independent and objective information covering 
more than 50,000 readers of those who can buy 


LISSAN-UL-HAL 
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TRADE, the Key to Lebanon 


by SAMIR E. FARES 
Advertising Manager, Dar-al-Hayat 


e One of the strangest phenomena in Lebanon today 
is the fact that its economy and progress depend 
solely on the ingenious energy of the Lebanese inde- 
pendently of politics, local or international. Their 
industrious and individualistic efforts to create more 
fields of activity have led to a new economic wonder 
—a country with practically no raw materials and 
no industry, nevertheless prosperous and progressing 
as no other in this part of the world. 

National and international troubles have not 
shaken the faith of the Lebanese in their ability to 
survive every crisis, as has been the case for centuries. 
A Lebanese knows well his qualities and defects, as 





Mr. Samir Fares speaking to members of the International Media 
Buyers Association during his recent visit in New York. Left to right: 
Frank Bernarducci, Doyle Dane Bernbah Inc.; Caroline Stella, J. Walter 
Thompson Co.; Mr. Fares; H. Earle Braisted, Joshua B. Powers, Inc.; 
Margot Lucas, Grant Advertising, Inc.; Ronald Corcillo, National Export 
Advertising Service; Karin Hiort, Foreign Advertising & Service Bureau. 


well as his job. He has played, and will continue to 
play, the role of middle-man to millions of business- 
men and clients all over the world. 

These are the main characteristics of our economy: 

Lebanon has a diversified economy and enjoys 
a per capita income higher than that of almost 
any other country in the Middle East, with the 
exception of Kuwait. 

Although diversified, the Lebanese economy is 
essentially mercantile. External and internal 
trade together account for more than one third 
of the total national ircome; whereas foreign 
trade alone produces about one fourth of the 
total national income. The importance of foreign 
trade reflects the country’s position as a financial 
and trade center for the Middle East. 

Lebanon enjoys great stability and a high de- 
gree of freedom, whether political, economic or 
social. Its trade is fully free, and has no exchange 


restrictions, its currency being de facto con- 
vertible. 

The aforementioned factors which have given 
Lebanon its particular way of life, made it also 
the main pool of foreign capital for the last dec- 
ade or so. 


Lebanon is undoubtedly the shopping center of the 
Middle East. The Oil revenues of Iraq, Kuwait, Saudi 
Arabia, and Qatar are flowing into the market of 
Lebanon, the connecting link between the East and 
the West. Goods are imported without special cus- 
toms arrangements or exchange control regulations 
and the large import-export concerns carry a sub- 
stantial amount of capital with which to buy through- 
out the world. 

Lebanon remains the most frequented country in 
the Middle East, and the number of visitors both in 
summer and winter, is continually increasing, bring- 
ing to the:country an added potential buying power. 

The most important credit items in the capital 
movement include grants and emigrants remittances. 
Capital can be brought into the country or taken out 
without any restrictions or control of any kind. The 
banking Secrecy Law, introduced in September 1956, 
has also added a further impetus to those capital 
movements, whose main objective is finding a safe 
refuge. 


Advertising 


Until recently, advertising has been effected in this 
area on a very small scale, more or less limited to 
some insertions in local newspapers at irregular inter- 
vals without any planned budgets. In our opinion, 
advertising, especially the export side of it, should be 
adapted to the local taste in an aim to attract the 
interest of the people, thus giving the product more 
popularity. Lebanon, better than any other country of 
this area, is able to prepare and synchronize any ad- 
vertising campaign covering the whole Middle East. 
Especially since the troubles in 1956 our country has 
taken over the position of Egypt as far as advertising 
budgets are concerned and it can easily handle them 
according to the best Standards of the profession, not 
only in Lebanon but in the entire Middle East. 

The high intellectual level existing in Lebanon has 
moved the Lebanese to adopt a high standard of liv- 
ing similar to that existing in the United States. 
Therefore all foreign manufactured products are in 
demand in the local markets. 

As a medium to reach potential purchasers the 
local press, in three languages, is and will remain the 
principal advertising carrier although it is the most 
economical should a comparison be made with the 
other advertising media. Also the Lebanese press is 
daily reaching every Arab key city in the Middle 
East, and therefore enjoys the unique privilege of 
attracting more and varied clients with purchasing 
power than any other medium in this part of the 
world. 
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Photo Joe Barnell, Readers’ Digest 
Workshop of Khan el Khalihi, makers of furniture and art objects, 
Alexandria, U.A.R. 





THE COMMERCIAL RADIO STATION OF 
THE ARAB WORLD... 


Hashemite 
Broadcasting Service 


Amman, Jordan 


@ Non-Political 

e 100,000 watts — medium wave & short wave 
e Covers all Arabic-speaking countries 

e Reaches more than 1,800,000 radio homes 


e Tremendous regular mail response 


Represented in the Western Hemisphere by 


INTERCONTINENTAL SERVICES, LTD. 


20 East 46th Street, New York 17, N. Y., YUkon 6-0820 
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SMOKE SCREEN 


e A report that a committee of the Saudi Arabian 
Government was planning to recommend a cut of 
50% in customs duties on cigarettes caused the Grand 
Mufti to place an article in the Mecca daily Al- 
Nadwah (July 28, 1960) railing against the foreign 
cigarette companies which “through this fatal microbe, 
drain off a great portion of this country’s money and 
invest it in manufacturing destructive weapons which 
are subsequently used against us.” 

The article goes on to say that smoking is abso- 
lutely prohibited by the Shari as well as ancient and 
modern medicine and supports this argument by quot- 
ing a Koranic verse: “HE allows as lawful what is 
good and pure and prohibits what is bad and impure.” 
A health inspector is credited with the statement that 
cigarettes contain a poisonous substance, “two drops 
of which are enough to kill a dog instantaneously, 
only five drops can kill a camel.” 

In spite of the position taken by religious authori- 
ties, it is doubtful that the Government of Saudi 
Arabia plans to ban the importation of cigarettes, the 
consumption of which has greatly increased since the 
discovery of oil introduced western civilization to the 
peninsula. However, cigarette sales are made only 
under the counter in Riyadh and certain other centers 
of the Mejd because of the strong influence there of 
the Wahhabi religious leaders. Smoking on the streets 
or in public places is not practiced in those centers. 

Of particular interest to us is the fact that all Saudi 
newspapers, in order to avoid possible criticism, re- 
fuse to accept cigarette advertising as such. However, 
some papers do publish advertisements for individual 
name brands, so long as the words “cigarette” and 
“smoking” are omitted. A typical ad might say that 
Brand X is delicious, mild and tastes good, but would 
not say specifically that the item thus described is a 
cigarette! 

This much it leaves to the reader’s imagination. 


Posters Along the Canal 


e Advertising space is now available on panels placed 
on the banks of the Suez Canal, through Société 
Egyptienne de Publicité, of Cairo, U.A.R. 

An average of 50 ships a day pass through the 
Canal in one direction or the other and the estimated 
number of passengers in transit during 1959 was 
1,500,000, mostly businessmen on business or pleas- 
ure, tourists and members of diplomatic missions in 
the Far East on their way back home or on leave. 

The speed of the ships may not exceed 7 knots per 
hour, for safety reasons, and we are told that “this 
low speed and the warmth of the sun persuade the 
passengers to stay on deck or on the bridge. By night 
the glamor and charm of the Sahara nights attract 
the passengers to the open air, to enjoy the nice parties 
held under the sparkling stars or the glittering moon.” 







copies in 
the third 
ISSUE 


es o's 








| ape bs a lo 
= Ist Issue | 2nd Issue 3rd Issue 
eo— UNITED STATES Oct. 9 Oct. 16 Oct. 23 
New York 15,000 15,000 12,000 
Florida 10,000 9,500 10,300 
Others 2,350 2,710 2,300 
EXICO 10,000 11,000 12,000 


CARIBBEAN AREA 

















2 Puerto Rico 10,000 10,000 10,000 
Haiti 200 275 100 
Jamaica 100 125 100 
Aruba 1,000 425 625 
Curagao 400 425 425 
Dominican Republic > it uw“ Cl 
Ps CENTRAL AMERICA 
P Guatemala 4,000 4,500 4,800 
Honduras 4,000 4,500 4,800 
Nicaragua 1,500 1,500 2,000 
El Salvador 7,000 8,000 8,500 
Costa Rica : 3,000 4,000 4,500 
eo. PANAMA 7,000 8,000 9,000 
ee, 
SOUTH AMERICA 
Venezuela 10,000 12,050 15,000 
Colombia 3,000 4,500 6,500 
Ecuador 1,000 1,000 1,000 
Peri 2,100 2,100 2,100 
Paraguay 1,500 1,500 1,500 
Bolivia 1,000 1,000 1,000 
Uruguay 2,100 2,100 2,100 
Argentina 4,100 4,100 4,100 
Chile 1,600 1,600 1,600 
103,950 109,910 | 116,350 


ERAN SE TT 
U.S. REPRESENTATIVES: 


FOREIGN PUBLICATIONS, Inc. 


60 E. 42nd. St. Lincoln Building, Suite 405 New York 17, N.Y. Telephone YUkon 6-1050 
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Advertising Service... 


(continued from page 8) 


existing products or markets. Thus, it is necessary for 
the advertising agency to ensure that relevant infor- 
mation has been collected and studied before sub- 
mitting proposals to the advertiser. 

The advertising agency should be competent to 
give advice on the best sources for obtaining market 
information and be qualified to direct research opera- 
tions especially in relation to product, consumer and 
statistical research. It could also be expected to give 
reliable advice on product testing, copy testing and 
sampling. On the more general matters concerning 
marketing and publicity the advertising agency should 
have available general statistical data and other in- 
formation likely to be of value when planning the 
advertising campaign. 

In short, the advertising agency should be conver- 
sant with all modern techniques and methods for ob- 
taining information and be prepared to provide gen- 
eral data collected from published information or 
derived from the experience of the advertising agency 
itself. 


Merchandising and Sales Promotion 


In this field, the full advertising agency service 
should include advising the advertiser on the best 
methods to be followed for any particular product. 
This would involve advice on matters such as premi- 
ums, samples, consumer tests, special deals, free deals, 
dealer participation schemes and guarantees. 

In many cases packaging can become a merchan- 
dising device to increase sales. In this respect the ad- 
vertising agency should be in a position to offer advice 
and to arrange the production of new designs and 
package testing in order-to assist the advertiser in 
deciding upon the most suitable package for the 
particular market. 

On all matters coming within this section it is abso- 
lutely essential for the advertiser and the advertising 
agency alike to ensure that close collaboration is 
maintained between the departments and executives 
concerned. 


Campaign Planning 


The advertising agency should be capable of ana- 
lyzing the findings of the research and studies to 
which reference has already been made and from this 
information produce a campaign plan to include pro- 
posals for effective marketing and advertising. While 
it is the responsibility of the advertiser to decide upon 
the policy of the campaign, the advertising agency 
must, nevertheless, be able to offer sound advice on 
the formation of policy and to draw up the campaign 
plan complete with schedules, timings and estimated 
costs. 


> 
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A FULL CREATIVE SERVICE 

A full creative service ought not to stop at the pro- 
duction of press advertisements but should include all 
aspects of the creative work necessary for the total 
campaign. Thus, a full creative service would cover 
press advertisements, literature, sales promotion and 
merchandising material, as well as point-of-sale, dis- 
play, exhibition and packaging designing. Such a serv- 
ice would involve copywriting, layouts, typography 
and designing; scriptwriting and supervision of pro- 
duction for television, cinema or radio advertising; the 
service would include also the supervision and pur- 
chase of finished artwork and designs. 


A FULL MEDIA SERVICE 


It is extremely important that the advertising 
agency has available expert knowledge on the indi- 
vidual characteristics of advertising media and is in 
a position to give the advertiser unbiased advice on 
the choice of media best suited to meet specific needs. 

The advertising agency must be knowledgeable on 
the subject of media research and surveys. It should 
plan the purchase of media within the agreed appro- 
priation and arrange the booking and purchase of 
time or space. The term “media” is intended to in- 
clude press, television, radio, cinema, exhibitions, 
posters and direct mail advertising. 

With reference to poster advertising the advertising 
agency should be equipped to select sites, book spaces 
and to check bookings or should employ and super- 
vise an independent organization which is capable of 
this type of work. 

Under the heading of a full media service is in- 
cluded the more day-to-day matters of voucher check- 
ing, invoice checking and arranging payments direct 
to media suppliers. 


A COMPLETE PRODUCTION SERVICE 


The advertising agency should be in a position to 
issue instructions for the purchase of typesettings, 
blocks, printing and other finished material which is 
required in the advertising campaign. Thus, it is neces- 
sary for the organization of an advertising agency to 
include a production service which is able to advise 
on techniques and methods of reproduction and to 
direct work to completion. 


A PUBLIC RELATIONS ADVISORY SERVICE 


Press and public relations do not come within the 
functions of “advertising,” but it is expected that a full 
advertising agency service would be qualified to ad- 
vise the advertiser, whenever required, and be ready 
to-cooperate with any press or public relations service 
that the advertiser may employ. 





We are proud of the fact that this issue carries 
23 individual advertisements—a record to date, 
and a sure indication of the growing recognition the 
INTERNATIONAL ADVERTISER enjoys. 


















Now - and in the future - look to 



















Some day, Ill be a great statesman. I’ll make important speeches 
at international conferences... 


You will discover that a statesman’s responsibilities are almost over- 
whelming. You will need wisdom to settle difficult problems... in- 
spiration to make the right decisions. 


Pll work very hard for my country - make it respected and prosp- 
erous... I'll give all my people equal chances. 


You have noble aspirations - keep them fresh and alive. When you 
attain leadership you will find Philips serving the community in every 
phase of life. With telecommunications, municipal lighting, equipment 
for hospitals and industry. With weed-killers and insecticides. And 
your people will get relaxation and education trough Philips radio, 
television sets, gramophones and records. 


Then, as now, Philips will be helping to make the world a better 
place to live in. Then, as now, Philips will maintain the spirit that has 
made their products world-famous for dependability for over sixty years. 
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NORWAY * SWEDEN % FINLAND * LUXEMBOURG %* ITALY 





for International Direct Mail Advertising 


DILLON AGNEW ASSOCIATES, INC. 


offers, for your Direct Mail 
Advertising, Distributors’ Sales 
Material, Publication Inserts 


a completely centralized serv- 
ice in Holland for multi-market, 
multi-language campaigns un- 
der the direction of American 
advertising professionals 


%* SPAIN * PORTUGAL % FRANCE > BELGIUM * SWITZERLAND » 
WOGONIM G3LINN %* VINLSNY ¥ 399au9 * ANVINNID ® WUVANNAG ¥ 


Lists + Translations + Production + Processing 


For information write or call: 
Dillon Agnew Assoc. Inc., 10 East 49 St., New York 17, N.Y. 
Cable ‘‘Dilagnew’’ New York, N.Y. 
Dillon Agnew Assoc.(Europa), Spaarne 55, Haarlem, Holland 
Cable ‘‘Dilagnew’’ Haarlem, Holland 


Clients include: 

UPJOHN INTERNATIONAL, ALLIED CHEMICAL INTERNATIONAL, 
UNION CARBIDE INTERNATIONAL, U.S. STEEL EXPORT, MINNESOTA 
MINING & MFG., McGRAW-HILL PUBLISHING CO., MACMILLAN CO. 


How GOOD 


a market is 


Latin America? 


The SPANISH i ithe . 
DAIRY MAGAZINE BAKERY, FLOUR MILLING, 
The Latin American Dairy Industry COOKIE-CRACKER AND 
is orowing, and os SPAGHETTI INDUSTRIES 











TEAS is the otal 
: i he Mi 

magazine exclusively for ' ae a Use the only industry-wide Spani 

Butter, Cheese, Ike Cream and Dry language _— 

Milk Plant Owners and large herd ones magazine reaching the 

owners in Mexico, Central and leading plant owners of 


Mexice, Central and South Ameri 


€a, Cuba, Puerto Ric 
io and 
Caribbean. - 


South America, Cuba, Puerto Rico 


and the Caribbean area. 


8500 controlled circulation. Span- 
ish translations at no extra charge 
by ovr native Spanish editors. 


B&W page, $200, six times; $180, 
rote. A fuil schedule 


We know the market; we speak 
their language. We make you and 
your products a Part of this grow- 
ing industry 


(July is BUYERS’ GuipE issue) 


PANADERO 
LATINOAMERICANO 


(also publishers of The 
Southwestern Baker in English) 


1602 HAROLD ST., HOUSTON 6, TEx. 


twelve time 
NOW will put you on top of this 
growth market for tomorrow! 


(July is BUYERS’ GUIDE issue) 


INDUSTRIAS 
LACTEAS 


1602 HAROLD ST., 
HOUSTON 6, TEX. 
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WITH THE 

INTERNATIONAL MEDIA 
e Copies of a market survey of the soft drink, brew- 
ing and distilling industries in Latin America, as mar- 
kets for a wide range of machinery, processing equip- 
ment and supplies, was recently completed by El 
Embotellador, Latin American publication serving the 


beverage field. Copies are available from the Keller 
Publishing Co., 9 E. 35th Street, New York. 


G 


e The 1961 edition of the International Telephone 
Directory, to be published in Paris in four languages 
this month, will list approximately 500,000 firms en- 
gaged in international trade throughout the world, 
under 2,884 classifications. As an added service, ITD 
will furnish at no charge the telephone number of 
any business anywhere in the world, if it is not listed 
in the 1961 directory. 
G 


e According to the Rome Report, advertising by U.S. 
firms in the major international magazines serving 
Latin America increased by only 2.2% in the first 6 
months of 1960 vs. the first 6 months of 1959, as 
against an increase of 35% in the advertising of non- 


U.S. firms. 
G 


e WBNB-TV, the first television station in the Virgin 
Islands, will begin operations on January Ist, 1961, 
with 3000 Watts ERP on top of Mountain Top Es- 
tates in St. Thomas, 1610 feet above average terrain. 
Caribbean Networks, Inc. has been appointed as sales 
representatives. 

G 


e Nestle products distributors in Central America are 
sponsoring 52 weekly half-hour programs on the 
Central American Television Network, which is repre- 
sented in the U.S. by ABC International. The first 26 
weeks are programmed with “Panic,” a half-hour sus- 
pense drama series. 

G 


e Color television which has been available in JAPAN 
over the facilities of the Government network NHK 
in a limited way for the past year, recently expanded 
and now provides the first market outside the United 
States for a large number of color films, according to 
Paul Talbot, President of Fremantle International. 


G 


e The Greek Radio-TV Network is to be reorganized 
by Radio-TV Italiana, which has also been commis- 
sioned by the Greek Government to make plans for 
the overall broadcasting and television coverage of 
Greece. 





e Teleradio Asociados S.A., of Mexico City, has been 
appointed the exclusive sales representatives for Latin 
America of Associated British-Pathé Limited for 


television. 


e Circulation Audit is coming to ITALY. Two major 
publishers, Mondadori and Rizzoli, have announced 
that steps have been taken for the auditing of the 
circulation of their periodicals by independent organi- 
zations. Thereupon, the president of the Federation 
of Newspaper Publishers, Dr. Astarita, announced in 
the name of the Federation that the Italian dailies 
were also preparing for an independent control of 
their circulation. 
G 


e Visién rose from an initial circulation of 13,000 in 
1950 to 130,000 in 1960. Advertising income for this 
year is expected to top the $3 million mark. 


G 


e Jordan Broadcasting, Amman, Jordan, whose 
100,000 watts short and medium wave signals cover 
the entire Arab world has appointed Intercontinental 
Services, Ltd. as U.S. representatives. 


e The Sweets Catalogue Division of the F. W. Dodge 
Corporation, New York, has concluded an agreement 
with Empresa de Propaganda Publitec of Sao Paulo, 
Brazil, represented by Kenneth L. Walters, for the 
publication in Brazil of pre-filed catalogues following 
the Sweets standards. 

G 


e Under the sponsorship of the Owens Corning Fiber- 
glass Corporation, U.S. shortwave station WRUL, 
now owned by the Metropolitan Broadcasting Corpo- 
ration, broadcast the first hour-by-hour coverage of 
the Presidential elections ever to be beamed in Span- 
ish to Latin America. The station claims a scoop in 
the fact that it came up with an exclusive prediction 
of the outcome: It would be Kennedy, because “in 
U.S. elections the taller candidate always wins!” 


G 


e The Italian section of the International Chamber 
of Commerce has issued a series of recommendations 
to the Italian technical press urging standardization 
of rules, and regular issuance of rate cards on a stand- 
ard form. In general, these rules conform with the 
standard practice in the U.S. 
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WRITE TODAY FOR RATES & DATA 


20 VESEY ST. © NEW YORK 7, N. Y. 
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e Jim Canel received the coveted Maria Moors Cabot 
Prize at Columbia University, in recognition of his 
untiring efforts for the advancement of international 
friendship in the Americas as manager of the Inter 
American Press Association. 


= 





James B. Caneil receiving medal from Columbia University President 
Grayson Kirk. 


e Oscar P. Arnay has been named International Ac- 
count Manager, Advertising & Sales Promotion, 
Worthington Corporation. 








Commercial, Scientific and Technical 
translations into and from all lan- 
guages — a total creative service — 
original foreign copy, layout, and illus- 
tration — promotional and technical 


literature for your overseas markets. 


TRANSLATION SERVICES 
division of 
CUSHING & NEVELL, INC. 


101 PARK AVENUE, NEW YORK 17, N. Y., ORegon 9-3810 
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U.S. INTERNATIONAL 
MAGAZINES FORM 
NEW COMMITTEE 


e The Magazine Publishers Association has now 
formed an International Committee responsible for 
co-ordinating all of the Association’s growing inter- 
national activities. Harry C. Thompson, director of 
Newsweek International and a director of I.A.A., will 
serve as chairman of the new Committee. 


The Committee will be interested in a wide variety 
of problems. Among them are various national and 
international postage and freight rates, tariffs and cur- 
rency restrictions, censorship, compilation of adequate 
statistics on readership, circulation, and advertising, 
and even credit ratings of magazine distributors in 
many countries. It will also concern itself with making 
information on the international magazines available 
to American and overseas advertising agencies and 
advertisers. 

American publications have a circulation overseas 
of more than 14,200,000 copies an issue, for which 
their readers pay an amount variously estimated be- 
tween $50,000,000 and $60,000,000 a year. This busi- 
ness is comprised of international editions of Ameri- 
can magazines printed in English, magazines printed 
in other languages either in the United States or 
abroad, and those published primarily for domestic 
circulation but with also newsstand and subscription 
circulation overseas. 

Advertising in the international publications which 
circulate only outside of the United States will reach 
about $34 million this year, according to the Rome 
Report. There is currently no measurement of dollar 
volume of advertising in domestic magazines which 
should be apportioned to their overseas circulation. 


“Advertising of American products in magazines 
circulating abroad is stimulating a demand for coun- 
terpart products developed in those countries,” Mr. 
Thompson said. “Advertising of American refrigera- 
tors sells the idea of refrigerators but may turn the 
reader to a refrigerator —or a washing machine — 
not made in the United States; advertisements for 
Japanese cameras in American International maga- 
zines may interest a German in photography, but he 
may choose to buy a German camera. American con- 
sumer magazines are thus making their own peculiar 
contributions to the business-stimulating creation of 
consumer desires in many lands to the vast benefit of 
their own manufacturers. And, in a less conspicuous 
but highly beneficial manner, the American technical 
and business magazines circulating overseas are as- 
sisting many overseas manufacturers to compete suc- 
cessfully with American-made goods. Today an Eng- 
lish or German manufacturer wishing to advertise his 
wares to people of means and education in Latin 
America, for example, often turns to American maga- 
zines, as may a French concern selling passenger 
planes in the European or Asian markets.” 








Advertising 
{tO overseas 
markets? 


Petroleum Week 
now offers 
a Split run... 





Outside 


the U.S.A. 
advertisers 


can now buy 
outside-the-U. S. A. 
circulation! 


FOR OILMEN EVERYWHERE 


Here’s a new service designed for advertisers 
with something special to tell the overseas 
petroleum industry. In the same edition of 
Petroleum Week, we can print one ad to 
reach 41,000 U.S. and Canadian readers... 
and another ad specifically designed for 
Petroleum Week’s almost 6,000 circulation 
outside the U.S. and Canada. 

To take advantage of this split-run service, 
have your agency prepare two separate ads. 
We'll take it from there. The cost is just $150 
above the earned rate, and is available for all 
positions except covers. 

Foreign oil operations are becoming increas- 
ingly important. Sell this growing market 
directly through Petroleum Week’s new split- 
run editions. 


Companies selling equipment and services to 
the petroleum industry outside the U.S. and 
Canada now have a chance to reach that 
market directly—without U.S. and Canadian 
circulation—through the pages of Petroleum 
Week. Petroleum Week will accept adver- 
tising to be run only in the 6,000 copies read 
each week by overseas subscribers. 


To take advantage of this exclusive split-run 
service, the client company must have its 
main headquarters outside the U.S. and 
Canada. Covers are not available, and only 
one issue of Petroleum Week each month 
will carry this special program. The cost for 
reaching Petroleum Week’s almost 6,000 
readers outside the U.S. and Canada?... 
just $300 for a full page black and white ad. 


LARGEST PAID CIRCULATION IN THE INDUSTRY 


PETROLEUM WEEK 


See 
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330 West 42nd Street, New York 36, N. Y. 
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IAA MEMBERSHIP PROMOTION 


e The Membership Promotion has progressed very 
well during the comparatively short period since it 
was started. This formally closes Feb. 1, 1961. 

You will recall that, in fairness to all, the Promo- 
tion credits have been compiled for the period start- 
ing June 1, the beginning of this fiscal year. Credits 
are fixed on the basis of 10 points for each member 
proposing a new member and 3 points for each 


During this period 126 applications for membership 
have been received, 35 from Europe, 21 from Latin 
America, 31 from New York, 25 from other points in 
the U.S.A. the balance from India, Philippines, 
Australia, Korea and Tokyo. 

The following is a record of the individual credit 
points earned up to this time by our members. The 
next report will appear in the January issue. 

JAMES L. GILBERT 


seconder. 
3 Mark Abrams 3 Norbert Delville 30 Paul Green 10 Raymond Mery 3 Francis Rubin 
10 W.E. Adams 3 Geoffrey Dempsey 6 Alain Guilloton 6 H.A. Mestanza 80 F.G. Ruescas 
3 Sally Allen 10 Robert Devine 9 Clifford Montgomery 
20 Harmodio Arias 3 W.L. DeWeese 10 L.B. Hand 3 Richard Moesbergen 10 Walter Sauer 
3 Thomas Ashwell 3. M. Doleschal 20 John Hayes 32 Richard Murray 10 Jonas S. K. Schiotz 
20 Jacques Aubertin 10 A.M. Domingo 10 Eliane Henno 10 Edward Seymour 
40 R.J. Dovale 3 Arvid Hirsch 3. Erik Nielsen 3 William Simpson 
3 Jean Balavoine 10 Francis Dupuy 10 H.L. Hulbert 10 Frans Nieuwenhuijzen 10 Ernst Smit 
3 Clinton Barnes 3 Felix Duque 3 Harwood Hull 3 Jan Nieuwenhuijzen 10 Fred Spence 
3 Archibald Beyea 10 J. Novas, Jr. 13. Caroline Stella 
13. Stuyvesant Bayard 10 Fernando Eleta 12. Pierre Jegu 10 Rodman Sweeny 
3 Salvador Bigay 20. Erik Elinder 10 Patricia O’Brien 3 Jeanette Sytsma 
20 Gordon Blair 10 Harry Engel 13. Andrew Karnig 3 Melvin Olans 10 Edward E. Schirmer 
3 Peter Blake 10 Jose Espinosa 3 Karl Katz 3 Andre Ollagnier 3. Elroy Scrivener 
3 Aurora Blando 3 Daniel C. Kaufherr 3 H.I. Orwig 
49 K.P. Bliss 3 J. Gonzales- 3 George Kendall 3 Harry Thompson 
3 W.S. Bliss Fantony, Jr. 3 David L. Kerr 23 Joseph Palmer 3 W.E. Torpey 
13. H. Earle Braisted 30 Rudolf Farner 10 Wm. T. Kirk, Jr. 10 Manos Pavlides 10 Raul Trabanino 
10 A.C. Burton 10 Nils Farnert 10 Arthur A. Kron 10 Louis Perdomo 3 Jay Tuthill 
20 John F. Burke 12. Boris Frank 3 Manuel Perez 
3 S.L. Fritche 10 Leslie Larson 10 A.E. Pfister 3 C.J. Van Geel 
10 Dennis Caldecourt 20 Lyle Funk 10 Larry Laurie 20 C.V. Pickering, Jr. 10 Erik Vieux 
20 Carroll Cartwright 10 H. J. Lavin 3 B.G. Plumacher 3 Luis Villegas 
20 Oscar Cornejo 20 Mary Garcia 3 Norton Leo 3 Guy Voyce 
10 Rufus Choate 20 Jaime Garzon 3 Norman List 16 C.S.M. Quigley 
10 Juan Claus 62 Rene Giraud 10 Barry Lockwood 40 J.R.Walderman 
3 Charles Cohen 3 Luis Giliberti 9 John E. Loughran 3 George Rallis 3 Henry Webel 
3 Robert Collier 3 Scott Gilmore 10 Henry Rasmussen 10 H.E. Weinholtz 
6 Albert Castelli 10 Roland Gomez 3 Frank McCullough 13. Allen Reffler 10 Wm. L. Weimer 
6 R.N. Chrane 10 Arturo Gonzalez 10 Wm. McGirr 3 J. A. Regis-Etievan 20 Elmo Wilson 
6 Henry Gordillo 10 D.E. McKellar 20 J. W. Rintelen 
9 H.A.D’Amato 26 Fitzhugh Granger 10 John McLearen 20 Richard I. Robinson 10 George Zealand 
3 Hugh Dangler 10 Robert Grant 3 Joseph Madden 3 Mary Rodriguez 
10 M.R. De Block Norman Green 3 A.M. Martinez 3 Bernard Rome 








e Cushing & Nevell, specialists in Technical Writing 
and Industrial Design, 101 Park Avenue, New York, 
has established a Technical Translation Department. 
Renée Pfister, formerly with Associated Technical 
Writers, Inc., will be in charge. 


G 


e Gerald P. Weeren is celebrating his 30th year as 
representative of De Spaarnestad, publishers of the 
Dutch and Belgian Magazines Panorama and Libelle. 
He has since added other magazines to his “stable”, 
which enables him to offer a weekly coverage of 11 
million in the Benelux countries. 


G 


e The New York Chapter is wondering if it ought to 
add “Matrimonial Bureau” to its list of services after 
receipt the other day of a card announcing the birth 
of an eight pound-five ounce daughter, Alexandra 


> 
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Mary Dorcas, to Jean (née Persens) and Carl Rabsey. 
Members Jean and Carl met at the 1958 New York 
Chapter Christmas party when Jean was with Robert 
Otto & Company and Carl with the Army Times. 
They are now living in Chicago, where Carl represents 
the New York Times. 

G 


e Arthur A. Kron has been re-elected president of the 
Office of Certified Circulation, Inc. The OCC audits 
the circulation of publications in the Western Hemi- 
spere, exclusive of the U.S. and Canada. Arthur B. 
Whitcomb was elected vice president and James B. 
Canel, Secretary-Treasurer. 


G 


e Albert V. Lowe, who recently joined LA.A. was 
made a vice president and international account 
supervisor of Grant Advertising Inc., in New York. 
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To Sell the Senoras 
of all Latin America... 


PICK 


VANIDADIE 


CONTINENTAL yr J | 























From Mexico City to Buenos Aires, a whole continent of senoras and seforitas 
awaits “Vanidades” — the women’s-service magazine that speaks their language. 

It speaks your language, too. For ‘““Vanidades” opens the way to 4 rich and 
appreciative new world of consumers throughout Latin America. Published the 1st and 
15th of each month, and full of feminine-interest features, “Vanidades” has wide, wide 
appeal. (Advance orders for the first issue already exceed 150,000.) 

What more effective way to present your product than through the attractive, 4 
well-edited pages of “Vanidades”? They provide a particularly “simpatico” setting of 
information and entertainment in which to sell. Remember, too, that you’ll be reaching 
your prospect during her leisure time — when she has an opportunity to read thoroughly, 
to think about your sales message in terms of herself and her family. 


The accent’s on action . . . with “Vanidades.” Write for rates today. 





Now... 
We’re Latins in Manhattan! 


The original VANIDADES is now headquar- 


tered in New York City — edited by the same 


U. S. Representatives: 
4 experienced staff that so successfully managed 







FOREIGN PUBLICATIONS, INC. Age > 
60 E. 42nd St., Lincoln Buildi Suite 405 the magazine in pre-Castro Cuba. This move 

_ a a Sa to New York will make for an even better 
New York 17, New York VANIDADES — in view of the improved print- 





Phone: YUkon 6-1050 ing and communication facilities now available. 
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Walk down crowded Calle Florida in Buenos 
Aires. Stop the most prosperous-looking people 
you see. Ask them the question in the headline 
above: “What do you read?” Chances are, 
they will mention Selecciones del Reader’s 
Digest. For wherever you go in Argentina, 
the better-educated, higher-income people 
call Selecciones their favorite magazine. In 
fact, nearly 994,000 of them read its editorial 
and advertising pages every month. 


ue Lee Usted?” 
? | | 


This preference for the Digest exists 

wherever you go in the free world. The 
same kind of people read it everywhere, for the 
same compelling reason—to better themselves. 
That’s why more people—21,000,000—buy 
the Digest’s 30 editions than any other maga- 
zine. It’s also why more leading international, 
national and regional companies—over 4,000 
this year—advertise in it. It helps their busi- 
ness, and can help yours. 


People have faith in 


eaders Digest 
; Cc 











